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Abstract 
Today’s market economy is being reshaped by the ones that are in control – the customers. A concept defining modern world – 
revolution - is a severely hard to understand inner-state of the consumer. Managers find themselves with the necessity of facing 
in real-time the ticking bomb demands of their customers, with some control over the flow of information that will affect their 
businesses. Educating the customer experience is a managerial approach of keeping the revolution under control. In this paper, 
the author is suggesting a renewal of the lately specialized literature about the managerial approach of the customer revolution 
and is proposing the hypotheses that will form the basis of her doctoral research. 
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1. Introduction 
The critical task for management in each revolutionary period is to find a new set of organizational practices that 
will become the basis for managing the next period of evolutionary growth.1) 
In an age when our frontiers are digital Romania faces the paradox of its “mentality”.  If this concept is not 
correctly understood, analyzed and explained then Romania’s full integration into the world’s (r)evolution could be 
difficult to accomplish. The question that arises is what happens when we take the worldwide crisis and place it in 
the context of the Romanian “mentality”? Could we finally focus on our true value as Romanian people and start 
stimulating our existence to live better? The author research regarding the managerial approach towards change 
(MACh) has been inspired by models of business administration of Romanian companies. The scope of my study is 
to find the most appropriate methodology for this model to be multiplied by other companies. 
2. Customer revolution 
The author’ research about the new managerial approach towards the changes happening in the services industry 
(MACh) of Romania is proposing a model for businesses to implement their strategies.   
This nonviolent revolution of the customer reshapes the way businesses make their strategies and develop. The 
advanced technologies allow the customers to benefit from this revolution which can be defined as a virtually 
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revolution, an information revolution and then gain satisfaction from their purchases. Customers can only be 
satisfied or they won’t buy.  
This is a concept that has been discussed in the West for more than 10 years, but Romania seems to have just 
awakened to learn it. 
Researchers explain the changes of the digital era consumerism through the eyes of each country’s characteristics 
and their different ways of combating crisis. There is an acute need for a new definition of consumerism and also for 
a new model to describe the consumer behavior due to the tensions that the global crisis has creating. The “E-
consumer” does not obtain his satisfaction throughout goods anymore, but by ways of satisfying his needs or 
desires. A man does not need clothes but he need to protect his body for cold, doesn’t need Google, but need to 
reach information much faster, therefore his choices are not made between needs, but between modes of satisfaction. 
2.1. Smooth (r-)evolution? 
Managers are planning their strategies in a different manner than before the financial crisis. Linking the dots 
between the “World Wide Web” evolution – customer changing behavior – World Wide Crisis can only lead 
towards the understanding that there is no better time for businesses to show their true potential, for small businesses 
to have a bigger role in the life of the communities and for customers to awake to their possibilities of spending their 
money. 
2.1.1. E-market revolution and modeling of MACh research  
 
The modelling of the MACh (managerial approach towards changes) is necessary both on a conceptual level and 
by experimental applications. About the conceptual level, MACh comes directly under the influence of the e-market 
over the consumer. There are three general directions of managerial strategies used to educate the consumer of 
services: 
1. Online training 
2. Sharing using social websites 
3. Internet (re-)searching 
These three directions work both ways, one from the company to the customer, being completely controlled, 
positive, or defensive, explanatory, and the other from the customer itself, being partially controlled, but full of 
opportunities for the business. 
The Internet Revolution started a new era of economic development, significantly increasing productivity and 
enhancing the prosperity of small to multi-national businesses. The variety of products and services available to 
consumers and the ease in obtaining them altered the structure of industries and the internal organization of 
companies. 2) 
For defining the Internet Revolution we must understand that the core of this phenomenon is information. 
Companies thrive to find solutions to permanently adapt to the changes of the information technology era and 
effectively restructure over and over again to gain from the use of web-based technology.  
A BBC profile report made about Romania spread the information that “Romania, a slower developer than other 
former communist countries of Eastern Europe, took a major step away from its past” after the World War II, under 
the communist rule. 
According to the Internet Usage Statistics and Market Report in 2010 more than 35% of the Romanian population 
was active Internet users. In 2012 the Percentage of Population Online grew to 39.2%. 
In January 2011 the U.S. Public Intelligence reported that the most popular place for people to access the internet 
in Romania (46.4%) is at home and is followed by work (15.6%) and school (8.4%). Businesses should focus their 
strategies on two aspects: first the number of employees using the internet (at work) is below European average and 
this is a full professional reflection over the Romania labor market and second over 20% of Romanians use the 
internet while on the move having more than one mobile device and access to free public access points. 
The cell phone market has reached its saturation point, accordingly to the U.S. Public Intelligence (2011): 
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There are more than 24.5 million active cell phone SIM cards in use in Romania, against a human population of 
less than 21 million, giving a penetration rate in excess of 110%. This, combined with the limited level of fixed line 
infrastructure explains the relatively high level of mobile internet use at 22.7%. 
 
 
 
Figure 1. Romanian Internet users by occupation 
 
The Internet has proved to be a creative environment for the companies and helped growing the productivity of 
its employees if involved in this activity. 
2.1.2. Customer relationships and modeling of MACh research 
 
The traditional CRM is being replaced by a Mind Sharing System which is gathering all the information 
regarding the customer, regarding the competition, patterns of strategies and pre-designed actions for each situation. 
Seybold, P (2001) explained that the consumer economy has changed the measurement system that businesses 
are using to manage their strategies with the following: customer retention, customer satisfaction, growth in the 
number of customers, growth of customers’ spending, and predictors of customer defection (The Customer 
Revolution: How to Thrive When Customers are in control, page 5). 
This “Mind Sharing System” comes complementary to the explanation of Seybold because it is also based on the 
concept that loyal customer relationship is the target for the business; the improvement of this “system” is that the 
information sharing is being made using the tools of the market as it is, by mutual, based on reciprocity, result-
oriented, customized and both-ways-developing actions. 
The model of MACh proves to be effective regarding the customer relationships only when all the resources 
(financial, human, technical, operational) are being optimized and for each action or project, re-scheduled. In 60% 
of the cases Romanian companies assign different human experts for its customers depending on the services they 
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are demanding and within this numbers more than 80% state that efficient technical and operational allocation of 
resources are the main reason of their business profitability. 
2.1.3. Customer experience and modeling of MACh research 
The customer experience over a service or product is an extremely critical aspect of the success of the 
management strategy. When defining the concept of customer experience, specialists put forward the idea of 
emotional connection with the company. 
The study of the MACh proved that customers prefer businesses that are easily to be reached while on the move, 
giving them the experience of comfort and convenience. Interviewed managers concluded that implementing the 
idea of confort in the mind of the consumer brings value to the company, because clients often tend to trust 
companies that give them leisure and assure interaction touch points only when absolutely necessary.  
Philip Kotler and John A. Caslione developed in 2009 a new approach of the managerial and marketing practices 
that implies for any business to mix risks (which are measureable) with uncertainties (which are not measurable) 
using a specific system of guidance. The MACh model uses the instrument of essential scenarios explained by 
Kotler in his book (Chaotics) in 2009: 
Building scenarios is a method of strategic planning used by organizations to create flexible plans on a long 
term bases. It’s an adaptation and a generalization of classic methods of military secret services. The 
original method was for a group of analysts to generate simulated games for the political decision making 
factors. 
Almost the same concept is explained by philosopher Frederic B. in 2012 under the name of planning horizons: 
 A process of image formation in the way we think, where learning entails an increase in the closeness of 
“fit” between image and truth. It is the capacity for organizing information into large and complex images which is 
the chief glory of our species…Our image of time…goes far beyond that of the most intelligent of the lower 
animals, mainly because of our capacity for language and for record. The human being…is firmly located in a 
temporal process…Because we are aware of time, we are also aware of cause and effect, of contiguity and 
succession, of cycles and repetition. 
 
3. Conclusion 
The World Wide Web has encouraged millions of people working for free and using this tool must be the base of 
any business administration, government administration or nations’ relationships. Romania has the capacity of using 
The author concludes that the management should recognize the limited range of solutions and act using the most 
cost-efficient and emotional-intelligent allocations of resources and guide their customers to understand the 
experience of using their products and services. 
The MACh can be applied to any type of business no matter of the stage of developement the business is in. The 
Romanian studied cases of managerial approaches proved to efficiently use the complementary aspect of the 
positive feedback actions and also to transform competition into cooperation assuring the economic growth of the 
company. 
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